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The purpose of this study is to find out the moderating role of perceived crowding 
between festival environment and visitor’s positive emotion and behavioral intention. The 
model in this study is consisted of seven constructs: four festival environment components 
(functional factor, aesthetic factor, program, and wine assortment), perceived crowding, 
positive emotion, and behavioral intention. Since festivals run in a limited space and time, 
visitors meet other visitors in the festival and usually make the high crowding situation. 
Like other physical environment stimuli, perceived crowding is one of the very important 
environment factors changing visitor’s experience and their behavioral intention. However, 
previous research tested physical and social environment separately or give a little attention 
to the social factors thus, scarce research examined the interaction between physical and 
social factors on visitor’s responses. Because people understand environment as one 
picture, examining the holistic environment including perceived crowding as a social 
environment factor is more realistic and meaningful approach to finding out festival 
visitor’s behavioral intention.
In the current study, we conducted a six subjects factorial analysis. The six subjects 
are made by a 3 festival environment (low quality vs. mid quality vs. high quality) × 2 
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crowding level (low crowding vs. high crowding) for four festival environment cues 
respectively. Finally, we found out different effects of perceived crowding and clearly 
explain “how” it interacts with other physical environment factors and “how much” it 
impacts on people’s emotion and behavior under the different level of conditions. The 
results of this study are as follows: First, all festival environment dimensions have directly 
and significantly positive impact on both positive emotion and behavioral intention. 
Second, the moderating role of perceived crowding to festival environment factors was 
significant. Specifically, when the festival environment factors were not good (low quality), 
high perceived crowding makes high positive emotion and high behavioral intention than 
low perceived crowding. In the mid-quality of the festival environment, only under the 
program environment, low perceived crowding makes high positive emotion and 
behavioral responses than high perceived crowding. However, there are no differences of 
perceived crowding in the other festival environment dimensions. Lastly, in the high-
quality of festival environment, significant difference appears only under the wine 
assortment factor, that is low perceived crowding has better positive emotion and behavior 




CHAPTER 1. INTRODUCTION 
1.1 Introduction 
In 2012, the United States became the biggest wine consuming country, exceeding 
the France. U.S. consumers purchase 29.1 million hectoliters of wine in 2012, whereas 
French’s wine consumption was 28.1 million hectoliters (International Organization of 
Wine and Wine, 2012). Unlike the downward trend happens in Europe, U.S. consumers 
tend to appreciate wine more and more (Hamaide, 2014). The biggest part of US wine 
consumption is driven by Millennials. Younger drinkers are more consuming wine than 
older drinkers who is main consumers of wine. Millennials are drinking 3.1 glasses per 
occasion, compared to 2.4 for Gen Xers and 1.9 for boomers. (Schepp, 2016). They clamor 
for unique style, diversity of wine more than ever (Wine Marketing Conference, 2015). 
Also, millennials make the fast growth of wine culture by spreading their wine experience 
via SNS. According to the O'Donnell (2016), more than 50 percent of millennials who 
consumed wine talk about wine on Facebook for wine sharing purposes. Consequently, 
companies like Starbucks starts to sell wine, also, applications such as Drizly and Minibar 
connects new wine drinkers with traditional wine retailer. As wine culture is fast growing, 
customers want to experience wine directly and travel wineries and visit wine festival.
Wine tourism has been defined as “travel for the experience of wineries and wine-
growing regions and their links to local lifestyle” (Dowling 2001) and wine festivals are 
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included in the wine tourism. It is defined as special events enhance wine tourism 
opportunities for destinations. Research has shown that such festivals provide both the 
destinations and the wine producers with many positive promotional outcomes. For the 
producers, the wine festival is a profitable way to promote brands to new customers, an 
opportunity to interact with these customers and gain feedback from them so it is a good 
opportunity to build customer loyalty (Getz 2000; Bruwer 2003). For wine regions and 
destinations, wine festivals provide opportunities for creating awareness of regional wine 
brands, promoting the attractiveness of wine-growing regions (Getz 2000; Bruwer 2002, 
2003; Beverland, Hoffman, and Rasmussen 2001), and encouraging repeat tourist visitation 
to a region (Hall 2003). Because of the benefits of wine festivals to positively promote both 
wine producers and wine regions and affect the sustainability and profitability of tourism 
to an area (Hall 2003), there has been a fast increase in the number of wine festivals all 
around the US (Carlsen 1999). 
For making a successful wine festival, attracting and retaining many visitors are important 
goals for both festival organizers and destination marketers and they try to improve wine 
festival quality. Also, on the academic side, festival research has primarily focused on 
developing particular attributes for festival quality measurement which influences visitor’s 
satisfaction (Lee et al., 2008; Esu & Arrey, 2009; Kim et al., 2010a; Yoon et al., 2010; Yan 
et al., 2012). For example, Yuan and Jang (2008) indicated three factors which are facilities, 
wine, and organization. Mason and Paggiaro (2012) divided festival environment quality 




1.2 Problem Statement 
To improve the festival visitor’s positive responses, most of the previous 
researches concentrated on attributes of festival’s environments, but few studies considered 
the “people” effect, especially perceived crowding in the festival setting (Kim, Lee, and 
Sirgy, 2015; Lee & Graefe, 2003). Although physical environment quality is important to 
festival visitor’s positive response, an environment is not only consisted of physical cues. 
Because festival runs in limited time and space, it is easy to see many people are mixed 
with festival’s physical environment. In addition, when people consider the surrounded 
environment, they perceived it as one holistic impression (Verhoef et al., 2009). Therefore, 
including perceived crowding as a social environment cues and finding out the interactive 
effect on visitor’s response could be a more realistic approach to estimate visitor’s behavior. 
Following the holistic views of the environmental cues, there were few studies 
considering diverse variables with a physical environment and investigating the dynamic 
impact on people’s attitude and behavioral intention. However, empirical studies of diverse 
environmental effects are still scarce and mostly limited to two environment interaction 
study (Tombs and McColl-Kennedy, 2003). For example, Eroglu and Machleit, (1990) 
tested the interaction of task orientation and retail density, and Baker et al. (1992) found 
out the interaction of ambient music and lighting and social cues. Michon et al. (2005) 
investigated the effects of ambient smells at different levels of retail density, and Zemke 
and Shoemaker (2007) investigated the relationship between ambient scent on social 
interactions. Moreover, Harris & Ezeh, (2008) figured out moderated effect of 
environmental factors (perceived economic turbulence, and perceived competitive 
intensity) between service variables (Ambient contributions, design factors, staff behavior, 
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staff image) and loyalty intention. However, most of the interactive studies were about 
congruency of environment test in the context of the retail store. In spite of the importance 
of human factors and holistic perspective of environment stimuli, no study has been done 
to see the human related environment and physical environment at the same time in the 
festival context. 
Not only the importance of including human crowding into environment cue, there 
were debatable results in the perceived crowding studies in the diverse context. For 
example, in some situations, the interaction between visitors is generally seemed as noise 
or disturbance (Whiting, 2009), occurring waiting line problems (Hui, Thakor & Gill, 1998; 
Zhou & Soman, 2008) or critical incidents in services delivery (Grove & Fisk, 1997; Zhang, 
Beautty & Mothersbaugh, 2010). Contrary to this, in other situations, crowds can cause 
positive experiences for visitors and positive achievement for businesses. For instance, 
dense sporting events or retail outlets can make higher levels of excitement and positively 
influence consumers’ service experience (Machleit et al., 2000; Pons et al., 2006). In 
addition, crowded restaurants are usually perceived as having higher food quality, good 
service with a good price (Tse, Sin & Yim, 2002). Finally, crowds can help attract people 
and be highly positive in contexts such as events, tourism or attractions (Manning, Valliere, 
Minteer, Wang & Jacobi, 2000; Mowen, Vogelsong & Graefe, 2003). Because its polarized 
results even in the same industry, further study should be done to explain “why” it happens, 






Lastly, diverse research on festival study adopted field study for their research 
method. Although it has advantages of yielding very detailed and specific event data, there 
has a generalized problem. Because the number of wine festival is growing fast, 
generalized information is required to utilize in diverse regions.  
Considering the need of realistic approach in a festival environment, and problems 
like research scarcity, debatable results of perceived crowding, and generalization, the 
study was conducted to fill the gaps of festival industry and academia. 
 
1.3 Objectives of Study 
The purpose of the study is to determine wine festival’s environment on visitors’ 
behavioral intention and examine perceived crowding as a moderator in order to find out a 
difference of “people” effect on visitors’ responses. Specific objectives of the study include 
the following: 
1) To propose and empirically validate a wine festival environment dimensions. 
2) To investigate moderating role of perceived crowding on positive emotion and 
behavioral intention 
3) To explain the interactive relationship clearly based on sturdy theories 
4) To suggest practical implications of the results. 
 
1.4 Importance of Study 
This study has four importance to both theoretical and industrial sides. 
First of all, the study’s environment view is more realistic and meaningful 
approach. There is no festival which is holding without people. By including people as a 
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festival’s environment cues, we can extend previous study’s understanding of the 
environment and estimate the environment effect more precisely. Because the existence of 
other visitors is critical to change people’s behavior, it is more meaningful to understand 
festival visitor’s behaviors. 
Moreover, this research tests perceived crowding as a moderator between festival 
environment cues and behavioral intentions and it makes uniqueness of the study compared 
to the previous one. By comparing the high and low crowding, we can figure out “how 
much” it makes different response under “what” festival environment conditions. 
Furthermore, this study is conducted within the wine festival context and considers 
other festival’s physical environments with perceived crowding. Therefore, it is more 
helpful to the festival organizers to keep their visitors at the point of providing crowd 
coping strategy to visitors without deviating a festival. 
Finally, the study employs nation-wide online survey as a data collecting tool. 
Wine festivals are held in every state thus, we can generalize wine festival visitors’ 
response. It will significantly helpful for the organizer to understand general behaviors of 
wine festival visitor because it is unbiased and not confined to the specific region. 
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CHAPTER 2. LITERATURE REVIEW 
2.1 Conceptual Framework (Mehrabian-Russell Model) 
 
Figure 1. S-O-R Framework Mehrabian and Russell (1974). 
 
The environment psychology literature sketches its theoretical foundations from 
Mehrabian and Russell’s (1974) (M-R) model which is based on Stimulus – Organism – 
Response (S-O-R) paradigm (Turley & Milliman, 2000).
According to the S-O-R framework (Fig.1), an environment contains stimuli (S) 
that trigger changes of people’s organismic states (O) and, in turn, influence people’s 
approach or avoidance behavior responses (R) (Mehrabian & Russell, 1974). Applying the 
S-O-R model as its starting point, Mehrabian and Russell’s environmental theory try to 
explain internal reactions that occur from the stimuli of a particular environment (Donovan 
& Rossiter, 1982). 
The Environment  
(S) 
 
Sense modality variables 
(e.g., color and temperature) 
 
Information rate 
(Characterizing the spatial 
and temporal relationships 
among the stimulus 










Approach – Avoidance 
(R) 
 
(Which includes physical 
approach, exploration, 
affiliation, performance, or 




associated with personality 
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The first part of the S-O-R model is an environment. Variation of environment 
stimuli is formed by information rate or load. The environmental load is the level of 
environmental novelty and complexity (Donovan & Rossiter, 1982). Novelty is how well 
people know about the environment and how much they can predict what will happen next 
(Mehrabian, 1977). Complexity is the number of environment’s components, features and 
differences are one unpredictable, and complicated. By manipulating the environment cues, 
festival organizers might create different emotional responses. 
The middle part of the S-O-R model is an organism. the organism element 
connotes individuals’ emotional reactions to an environment. Typically, emotional 
components are divided by three dimensions, such as a degree of pleasure/displeasure, 
arousal/non-arousal, and dominance/submissiveness (Russell & Pratt, 1980) and these 
different level of three dimensions’ mixture create various emotions (Russell & Barrett, 
1999). For example, roller coaster rides make strong arousal and pleasant feeling, but being 
chased by a bear makes strong arousal but unpleasant feeling. 
To complete the model, the last part is responses and it is categorized approach 
and avoidance behaviors. According to Mehrabian and Russell’s theory, his/her 
approach/avoidance response was determined by his or her level of emotional states. 
Donovan & Rossiter, (1982) adopted approach or avoidance framework and present four 
behaviors in retail context. That is, (1) physical approach: the desire to physically stay in 
(approach) or leave (avoidance) the environment and it is related to store patronage 
intention; (2) exploration: the willingness to explore the environment (approach) or not 
desire to animate with the surroundings (avoidance) which is related to the degree of in-
store searching and the range that customer allows themselves to be revealed to the 
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merchandise; (3) affiliation: the desire to communicate with others in the store (approach) 
or intention to avoid interaction with other people (avoidance) which is related to the 
interaction with the sales staff and other customers; (4) performance and other verbal and 
non-verbal communications of preferences: the degree of enhancement (approach) or 
hindrance (avoidance) that the environment gives to solving problems. The behavior is 
related to satisfaction and repeats shopping frequency, also, the amount of time and money 
spent in the store. 
 
 
2.2 Physical Environment 
2.2.1 Definition and concept of Physical Environment 
Previous literature on environment psychology study demonstrated various 
atmospheric elements based on S-O-R models (Bitner, 1992; Wakefield & Blodgett, 1996; 
Turley & Milliman, 2000; Ryu & Jang, 2008).  
One of the first trials of finding environmental cues was done by Baker (1986) and 
suggested three critical dimensions of the store atmosphere which are store design 
(functional, aesthetic), ambient and social factors.  
Ambient factors are background conditions which are nonvisual cues in the 
environment, such as temperature, music, lightening and scent (Taylor & Baker, 1994). 
Design factors are store environmental elements that are more visual in nature than are 
ambient factors. These elements could be divided into functional or aesthetic 
characteristics (Marans and Spreckelmeyer, 1982). Functional store elements include 
layout, accessibility, and comfort. On the other hands, Aesthetic elements include features 
10 
 
such as external architecture’s appearance, and interior décor, color, materials, and style. 
The last part is social factors that involve the people who are within a store’s environment. 
The number, type, characteristic, and behavior of other customers and sales people in the 
environment are components of the social factors. 
However, unlike Baker’s (1987) idea of physical environment, Bitner (1992, p. 58), 
which is the most widely cited typology in the environment psychology literature, confined 
physical environment as a “built environment” which is man-made, physical surroundings 
as “opposed to the natural or social environment” defined servicescape as “the dimensions 
of the physical surroundings that can be controlled by the firm to enhance employee and 
customer actions” and suggested three basic dimensions: (1) ambient conditions, (b) spatial 
layout and functionality and (c) signs, symbols and artifacts.  
By conceptualizing servicescapes in this way, she specifically drops out people 
from the categorization of environmental factors that will affect to customer’s behavior. 
However, because it is hard to apart production and consumption in the service context, 
(Zeithaml et al., 1985) a presence of other customers in the environment can affect the 
behavior of an individual customer (Arnould and Price, 1995; Arnould et al., 1998; Price 
et al., 1995). Also, numerous studies have suggested that customers play both an active 
(Davies et al., 1999; Martin, 1996; McGrath and Otnes, 1995; Parker and Ward, 2000) and 
passive (Bateson and Hui, 1987; Lau and Ng, 2001; Martin and Pranter, 1989) role as part 
of the service environment. This suggests that the environment should be considered not 
only in terms of the physical environment but should also include the people as factors that 




Therefore, in this study, we put people in the environment and consider the 
environment as two ways: (1) physical environment which is manipulated by a festival 
organizer and (2) social environment which is created by festival visitors. Following is the 
concept of festivalscape. 
 
2.2.2 Festival Environment (Festivalscape) 
Extending environment stimuli to the diverse area, festivalscape, was developed 
based on the Bitner’s servicescape model (1992) and defined as “the general atmosphere 
experienced by festival patrons” (Lee et al., 2008, p.57). The concept of festivalscape 
includes the tangible service facilities (e.g., ambient conditions, spatial layout, and facility 
aesthetics) and also the staff service and entertainment program that exist during the 
festival. After that further research which is about relationships between festivalscape and 
satisfaction (Lee et al., 2008), positive and negative emotions (Yang, Gu & Cen, 2011; 
Yoon, Lee & Lee , 2010) and loyalty (Lee et al., 2008) was done. 
In the case of festivalscape in the food and wine festival, Mason and Paggiaro 
(2012) developed a multidimensional representation of festivalscape through three 
dimensions referring to both atmosphere and the tangible factors of fun, comfort, and food, 
using them to investigate event and festival and events individual satisfaction. Yuan & Jang 
(2008) suggested facilities, wine, organization and Yang, Gu & Cen (2011) suggested 
tangible service facilities (i.e., ambient conditions, spatial layout, and facility aesthetics), 





Based on the previous study and arguments, we adopted four factors for the festival 
environment dimensions. That is functional facility; aesthetic facility; program, and wine 
assortment in this study.  
 
2.2.2.1 Functional Facility 
Bitner (1992: 66) defined functionality as “… the ability of same items to facilitate 
performance and the accomplishment of goals”. It is important for festival service 
providers to create a functional physical environment, because customers are observing 
and experiencing the convenience, which is related to visitor’s time and effort of buying or 
using a service, intensively. 
Effective functional quality comes from the successful management of service 
environments. According to Gronroos (1988), functional quality focuses on the service 
delivery process and is defined as the customer’s evaluation of the interactions between 
frontline employees and the service environment. This conceptualization was used 
extensively among marketing researchers (Yoshida & James, 2011), however, the 
contemporary conceptualization of functional quality can be criticized because two 
different facets of a service environment which are functional facility and aesthetic facility, 
are mingled in one dimension. (Turley and Milliman, 2000; Baker et al., 2002; Bitner, 1992; 
Wakefield et al., 1996). For example, according to the Turley and Milliman (2000), they 
separate atmosphere cues as external variables, general interior variables, layout and design 
variables, point of purchase and decoration variables, and human variables. Although it 
looks fine at a first glance, layout and design variable’s service role is very different. The 
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layout is more related to convenience while the design is associated with pleasure and 
enjoyment. 
Berry et al., (2002) examined that the service system design (layout and 
functionality) and service affective design (sights, sounds, smells, and atmosphere) are 
severely distinguishable. Moreover, Voss, et al., (2003) suggests the utilitarian and hedonic 
attitudes model and it stands by the theory of linking the functional aspect to utilitarian 
constructs and the aesthetic aspect to hedonic constructs. Also, Wakefield et al. (1996) find 
the functional elements of the service environment (layout accessibility and seat space) 
impact on the level of crowding, while the aesthetic elements (design) are predictive of the 
positive emotion.  
By strictly following the separation between functional and aesthetic factors of 
environments, functional facility factor is defined as an environment that helps people to 
achieve their goal in a convenient way which is including layout, accessibility, information 
sign, and cleanness. 
 
2.2.2.2 Aesthetic Facility 
The aesthetic environment quality refers to the degree that customers are absorbed 
in the service environment with well-defined themes, design, décor, atmosphere, sounds, 
smells that surround people (Yoshida & James, 2011). According to Pine and Gilmore’s 
(1998) paper, they emphasize that consumers are making an environmental relationship for 
memorable experiences and these days people’s interests are moving to service and 
experience instead of physical goods. Because of the different role from the functional 
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facility, the current study insists that the functional aspect of environment (space, layout, 
and information signs) should be considered as functional quality, whereas the aesthetic 
aspect of the environment (design, décor, theme, and festival atmosphere) should be 
viewed as aesthetic quality. 
 
2.2.2.3 Program 
The festival program is defined as already planned or arranged activities for 
festival visitors (Getz et al, 2006). Since wine festival visitors are motivated by special 
programs to obtain universal leisure experience also achieve special adventures related to 
the event, the well-made festival program draws many visitors to the festival (Lee, 2000; 
Yuan et al., 2005). Also, according to Lee et al. (2008), a program is the most powerful 
factor in the visitor’s satisfaction. Considered program as a context-relevant and attractive 
activity, (Goldblatt, 1997), Ralston et al., (2007) stressed that clear theme, targeted 
impressions, and multiple senses are the most important factors to make a superior program. 
 
2.2.2.4 Wine Assortment 
The wine assortment refers to the width and depth of product supplies (Tafesse & 
Korneliussen, 2012). Given that products are the primary reason for appealing consumers 
to shop and product assortment is a critical point that influence on shopping behavior 
construct (Ailawadi and Keller, 2004; Pan and Zinkhan, 2006; Skallerud et al., 2008). In 
the wine festival, one of the main reasons to visit a wine festival is to taste a variety of 
wines (Smith & Costello, 2009). Moreover, Pan and Zinkhan (2006) showed that providing 
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large product assortment is likely to appeal to broad consumers and help satisfy diverse 
consumer preferences. Furthermore, others investigated that large range of product 
selections encourage cross-shopping activities and minimize search efforts (Ailawadi and 
Keller, 2004; Skallerud et al., 2008). 
By enhancing the number of stimuli and influencing visitor’s diverse shopping 
behavior, the current study adopted wine assortment as a wine festival’s service 
environment quality instead of wine quality itself which is using in the other wine festival 
environment literature (Mason et al., 2012). This is because, wine festival environment 
should be estimated in the environment area, not to consider the product’s quality as an 
environment cue (Kotler, 1973). Therefore, we expect large wine assortment as an 
environment cues in the wine festival. 
 
 
2.3 Perceived Crowding as a Moderator 
In this study, we employ perceived crowding as a moderator. Again, the current 
study has two objectives: one is investigating the effect of wine festival environment 
factors on visitors’ emotional and behavioral intentions. The other is finding out how the 
effect of festival environment is differentiated by level of perceived crowding. 
Different level of perceived crowding makes different results on visitor’s emotional 
and behavioral responses regards to the different context and different situation. In some 
studies, high perceived crowding makes a negative effect (low perceived crowding makes 
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a positive effect) (Machleit et al., 1994; Machleit et al., 2000). However, in other studies, 
high perceived crowding makes a positive effect (low perceived crowding makes a negative 
impact) (Eroglu et al.,2005; Li et al.,2009; Pons et al.,2006). Although perceived crowding 
shows inconsistent results, few studies explain why perceived crowding has bipolar 
outcomes. 
Therefore, the current study divides a perceived crowding as two parts which are 
high perceived crowding and low perceived crowding and figures out the variance of 
different visitors’ responses under the different perceived crowding. Before we talk about 
the effect of perceived crowding deeper, we need to clearly distinguish between the concept 
of density and perceived crowding which are the confounding term. 
 
 
2.3.1 Definition and concept (Density vs. Perceived crowding) 
In environment psychology, literature stressed the different concepts between 
density and perceived crowding. 
“Density is the estimate of the number of people present in a given area, the space 
available, whereas perceived crowding is the evaluation or the judgement of that perceived 
density against certain standards, norms, and desired levels of interaction and information” 
(Rapoport, 1976, p. 136). In other words, density is neutral and numeral value but perceived 
crowding is an outcome of physical, norm and personal peculiarity that sensitize an 
individual to problems arising from insufficient space (Stokols, 1972). Thus, although two 
different shoppers are in the same place, they may perceive the different amount of 
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crowdedness depending on an individual and situational difference. (Machleit et al., 2000; 
Pons & Laroche, 2007; Whiting, 2009).  
From the point of environment psychology, not only for human’s cue, but all 
environment factors are considered as “Perceived environment” fundamentally because 
every external cue is assessed by people’s perception. Therefore, instead of testing density, 
we adopted perceived crowding as a social environment cue and most research in 
marketing supported this idea (Eroglu et al., 2005; Michon, Chebat & Turley, 2005; Pons 
& Laroche, 2007).  
Defining perceived crowding as a holistic understanding of perceived density is not 
enough to understand the concept. Due to its difficulty of measuring by one concept, the 
perceived crowding consists of two-dimensional construct which are spatial and social 
(Machleit et al., 1994). The “perceived spatial crowding” refers a number of non-human 
elements in an environment and their relationships to each other. For example, the volume 
increases or suppress perceived crowding combined with physical stimuli. On the Other 
hand, the “perceived social crowding” is more related to the number of individuals as well 
as the rate of social interaction and their relationship among people in a specific 
environmental setting. Therefore, the high social density may cause undesirable results 
such as lack of privacy or heightened feelings of being crowded. 
In the current study, we confine perceived crowding to perceived human crowding 





2.3.2 Summary of the previous study 
There are two big streams in the perceived crowding research. The earlier studies 
focused both on the antecedents and impacts of perceived crowding, whereas the latter 
studies concentrated on its impacts.  
The antecedents of perceived crowding appeared not only because of people and 
environment density. There were several other factors that influence perceived crowding 
such as individual’s optimal stimulation level, personal tolerance for crowding, 
expectations of crowding, time spent in the store, store-type, and shopping motivation 
(Machleit et al., 2000; Mehta et al, 2013). Gender has proved as a non-significant (Mehta 
et al., 2013; Machleit et al., 2000), or weak moderating effects on consumer responses 
(Eroglu & Machleit,1990). Shelby, Vaske, and Heberlein (1989) reviewed 15 years of 
crowding research and showed that four factors which are time, resource availability, 
accessibility or convenience, and management influences perceived crowding. However, 
three other variables had an insignificant effect on perceived crowding. That is 
consumptive or non-consumptive recreation activity, regional differences, and 
methodological factors. 
In the effect of crowding research, most of the empirical studies were examined 
the relationship between perceived crowding and consumer’s satisfaction. However, the 
effects of perceived crowding on satisfaction are very different. Previous studies have 
consistently argued that perceived spatial crowding has a negative effect on customer’s 
satisfaction (Machliet et al.,2000; Eroglu et al., 2005; Li et al., 2009). However, a perceived 
human crowding has made both negative and positive results. Some studies reported that 
negative effects of perceived human crowding on shopping satisfaction (Machleit et al., 
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1994; Machleit et al., 2000) while a few other studies showed positive effects (Eroglu et 
al., 2005; Pons et al., 2006; Li et al., 2009). 
Not only focusing on the positive or negative effect of perceived crowding, there 
were several trials in the interactive effect of perceived crowding and other relative factors. 
For example, Eroglu et al. (2005) tested the interaction between music and density. The 
result showed that consumer’s shopping experience was greatest under incongruent 
conditions than congruent conditions. A situation which is slow music with high density 
and fast music with low makes better outcomes. Mattila and Wirtx (2008) showed that 
employee’s assistance lessens the negative effect of perceived crowding. In addition, Jones 
et al. (2010) examined culture as a moderator and found out that American shoppers’ 




2.3.3 Perceived Crowding in the Festival  
Align with the effect of retail perceived crowding, there are inconsistent results in 
the festival context too. Yeh, Aliana & Zhang (2012) investigated that perceived crowding 
generates a negative effect on their recreation experience in the study of a natural theme 
park in China. This is because perceived crowding in a natural environment hinders visitors 
who pursue peaceful scenery and communion with nature. Also, In the context of festivals, 
Getz (1991) was able to demonstrate that perceived crowding is a major factor in negatively 
influencing overall festival experience. The negative impact of perceived crowding is 
generally explained by using the stimulus overload theory (Schmidt & Keating, 1979). This 
20 
 
theory postulate that density, size, and diversity of people can be a source of psychological 
strain and “high density is a possible source of extreme stimulation resulting in the state of 
social overload” (Lee & Graefe, 2003, p. 3). 
In contrary to the negative impact of perceived crowding, a growing number of 
studies in tourism, and event have proposed that perceived crowding is not always 
provoking negative experience. (Mowen et al., 2003; Neuts & Nijkamp, 2012). Large 
crowds may urge visitor’s positive emotion and satisfaction by strengthening festival 
atmosphere (Li et al., 2009). Crowding in outdoor recreation and tourism can be perceived 
as “functional crowding,” by enriching a tourist’s experience positively (Mowen et al., 
2003; Popp, 2012; Wickham & Kerstetter, 2000). Wickham and Kerstetter (2000) 
suggested that festival or concert goers are more likely to relish the crowd situation 
compared to other recreationists who enjoy hunting or hiking. Also, Pons et al. (2006) 
proposed that spectators in sports stadium consider crowding as a good atmospheric cue 
because crowds play a significant role in enhancing the experience and increasing 
satisfaction (Westover, 1989). In a festival context, Anderson et al.’s (1998) study findings 
indicate that most festival attendees (over 75%) at a festival held in Seattle, United States, 
had a perceived crowding positively, and its appearance, sounds, and mobility within the 
festival were enjoyable. Therefore, it shows that large crowds may reinforce the visitors’ 
experience positively.  
Although several studies have been done in the perceived crowding’s effect on 
consumer behaviors in the festival context, interactive effects between the physical 
environment cues and perceived crowding research was scarce. Since consumer’s 
experience are affected by diverse environment cues, emotion, cognition (Verhoef et al., 
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2009), marketers who are trying to enhance visitor’s positive emotion and revisit intentions 
should look at all factors holistically. Therefore, in this study, we investigate the interactive 
effect between physical and social environment in the context of the festival. 
 
 
2.4 Positive Emotion 
2.4.1 P-A-D Emotion Structure 
According to Mehrabian and Russell’s theory’s (1974) organism condition, all 
emotional reactions to an atmosphere fall into three independent states: first, Pleasure – 
Displeasure (P); Arousal – Nonarousal (A); Dominance – Submissiveness (D). 
In detail, pleasure measures people’s general positive or negative reaction to the 
environment. Pleasure is defined as the degree of person’s feelings like happy, cheerful, 
enjoyable, delight, content, or satisfied in a situation (Eroglu et al., 2003). According to 
Menon and Kahn (1995), they suggested the mechanism of behavior driven by pleasure. If 
consumers do not have any certain goals or standards for evaluation, they may use their 
affective feeling as a guide. Also, the research showed that positive feeling may more 
essentially change the emotional direction of individuals. For example, individuals may 
make holistic inferences based on their own happy emotional states when there are no 
challenges to current goals and no certain action is needed to avoid negative results. Such 
signaling effects may implement the thought processes in a positive emotional state which 





Arousal refers to the extent to which a person feels excited, alert, or wide-awake 
(Eroglu et al., 2003; Menon & Kahn, 2002). Most previous studies have presented that 
arousal together with pleasure is typical factors describing consumer’s behavior (Darden 
& Babin, 1994; Donovan & Rossiter, 1982; Hui & Bateson, 1991). Complicated, rapid, and 
stunning stimuli may stimulate consumers and thus make them more pleased and engaged 
in their approach behavior (Babin & Darden, 1995; Kaltcheva & Weitz, 2006).  
Dominance refers to the extent that a person feels powerful about the environment 
that surrounds him/her (Russell & Mehrabian,1976) According to them, people feels 
dominant when they may influence or have power over the situation they are in; on the 
other hand, people feels submissive when the environment influences them and they think 
they cannot control over the environment.  
Although three dimensions which are consisting the emotion, seems to be well-
balanced components, the dominance is the weakest part of the model in empirical research. 
It is because dominance requires a cognitive (rather than an affective) judgment on the part 
of the individual (Russell and Pratt, 1980). Therefore, the following research constantly 
finds that pleasantness and arousal describe most of the approach-avoidance behaviors 
(Donovan & Rossiter, 1982; Mehrabian, 1980, 1987, 1995; Russel & Mehrabian, 1978; 
Russell & Pratt, 1980).  
Not only for dominance but also for the arousal, several studies argue that higher 
levels of arousal would associate with lower approach behavior (Menon and Kahn, 2002; 
Donovan et al., 1994; and Massara et al., 2010). Previous research has investigated an 
inverted u-shaped trend between arousal and attention to the environment so the highest 
attention makes at the mid-level of arousal (Holbrook & Garderner, 1993). If arousal 
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increases too high, inhibition makes people leave the situation defensively. On the contrary, 
if arousal is too low, the feelings of boredom, dullness, depression occurs. To explain these 
inconsistent relationships, some studies have suggested situational factors such as 
personality traits (Babin & Darden, 1995), or shopping orientation (Kaltcheva & Weitz, 
2006). 
 
In this study, we want to find out positive emotion from environment stimuli which 
makes consistent results to behavioral intention, therefore, we test only “pleasure 
dimension” among the PAD scale for festival emotion. 
 
2.4.2 Effect of Festival Environment and Perceived Crowding on Emotion 
First, the functional facility is highly related with service convenience so that it 
enables easy movement of people inside the festival and streaming navigations (Ailawadi 
and Keller, 2004; Spies et al., 1997). In addition, a well-designed store layout helps 
consumers to find the product that they seek promptly also, it helps to engage with other 
merchandise inside the store when they buy their pursuing product (Aolawadi and Keller, 
2004; Spies et al., 1997; Pan and Zinkhan, 2006). The environment can be more or less 
favorable about one's goal; the more favorable the environment, the less adaptation effort 
is required. A substantial empirical evidence shows that positively perceived facility cues 
enhance the positive emotion in retail and festival domains (Hightower et al., 2002; Mason 
et al., 2012). Therefore, we can posit: 




However, when the social environmental cue is interrupting into the relation 
between the functional facility and positive emotion, the result could be different. To 
explain the interaction between the functional facility and perceived crowding, we employ 
rationale of manning theory (Wicker, 1979). The manning theory posits that any behavioral 
setting requires a certain number of people to properly operate and maintain the setting. 
When the number of people is below the required amount, under-manning appears, on the 
other hands, when the number of the people is over the adequate level, over-manning 
appears so people withdrawal the environment setting. 
For the low functional facility (e.g. limited information signage, hard to find out 
restroom or cleanness), no matter the situation feels like low crowding or high crowding, 
low functional quality hinders visitors’ behavior. The situation causes visitors to adjust their 
behaviors to reduce the environment’s inconvenience and achieve their goals. Therefore, 
both crowding or not crowding decrease positive emotion. However, based on the manning 
theory, high crowding forms festival atmosphere and sometimes crowding makes 
informative signals to the visitors (Tse et al., 2002; Mehta, et al., 2013). For example, 
although a festival has not enough signage, people can infer the famous wineries from 
crowdedness. Therefore, high perceived crowding makes higher positive emotion than low 
perceived crowding under the low functional facility. 
However, in the case of the high functional facility, service environment is 
convenient, it means no matter how many people in the situation, the function is well 
operated and helps visitors to attaining their goals. This time, they do not need any signals 
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from crowding because all information signage is well equipped in all over the festival 
place. Thus, both high perceived crowding and low perceived crowding makes high 
positive emotion. Therefore, we can posit that  
H2a Perceived crowding moderates relationship between functional facilities and 
positive emotion. (That is, (1) under the low functional facility, visitors who perceived high 
crowding would have more positive emotion than visitors who perceived low crowding.  
(2) On the other hand, there is no difference between perceived crowding under the high 
functional facility.) 
 
Second, aesthetic facility leads people to be immersed in the festival and it makes 
a distinct experience. With great ambiance, consumer emotion goes positive and they infer 
product in the aesthetic environment is a high quality. This is because, consumers partly 
construct their product quality perceptions using the physical appearances as a cue (Baker 
et al., 1994, 2002). Therefore, we can posit that 
H1b Aesthetic facilities has positive impact on positive emotion 
 
To explain the interaction between the aesthetic facility and perceived crowding, 
we employ rationale of manning theory and the Milgram’s (1974) system overload theory. 
System overload theory posits that when a person’s body senses (sight, smell, sound, etc) 
over stimulus from the environment, stimuli overload appears. In the festival place, visitors 
are exposed to too many stimuli. Over sensory makes cognitive fatigue and it makes stress 
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and negative responses (Grewal et al. 2003; Grossbart et al. 1990; Harrell et al. 1980; 
Machleit et al. 2000; Menz and Mullen 1981). However, Eroglu, Machleit, and Barr (2005) 
noted that people may desire a certain level of stimulation in certain retail settings and a 
high level of human crowding may be associated with the desired level of stimulation. 
In the low aesthetic facility situation, because of insufficient cues, it offers low 
stimuli. If there are a small number of people and visitors perceived low crowding, people 
could be bored about festivals. However, if there are many people and visitors perceived 
high crowding, it could make an adequate level of stimuli. Thus, high perceived crowding 
makes more festival atmosphere and enjoyable feeling than low crowding. 
However, under the high aesthetic quality festival, the situation is inversed. Low 
crowding situation makes enough room to appreciate festival environment cues but high 
crowding exceeds the level of stimulation. It causes vision fatigue to visitors so that low 
perceived crowding makes better positive emotion than high perceived crowding. 
Therefore, we can hypothesize that: 
H2b Perceived crowding moderates relationship between Aesthetic facilities and 
positive emotion. (That is, (1) under the low aesthetic facility, visitors who perceived high 
crowding would have more positive emotion than visitors who perceived low crowding.  
(2) On the other hand, under the high aesthetic facility, visitors who perceived low 




Third, event or program is the primary service in the festival setting. According to 
Deighton (1992, p. 363), dramatic performances is defined that “performance in its 
narrowest sense, in which the audience is aware that enactment occurs so as to be observed”. 
Consequently, such performances are a key element that is at the forefront of the customers’ 
awareness and is likely to have a strong influence on their overall service experience. 
Previous research (Lee et al., 2008; Masion et al, 2012) shows that the wine festival’s 
program is the most important environment cues that cause visitor’s positive emotional 
response. Supported by previous research, therefore, we can posit that 
H1c Program has positive impact on positive emotion 
 
However, when we consider the effect of perceived crowding between the festival 
program and positive emotion, perceived crowding may change its relationship. As we 
explained in the other festival environment dimensions, the manning theory is also needed. 
In the low quality program, it is better to have more people in the point of enhancing 
visitor’s positive emotion than few people on the site. In a more active role of the 
consumers, they are not only for members of an audience but also function as co-
performers. The typical appearance and behavior of the visitors to the program site are part 
of the show that is collectively produced and consumed, and the audience ‘deserves joint 
credit or blame for the outcome’ (Deighton, 1992, p. 369). With regard to other customers’ 
behavior, expressive behavioral patterns such as shouting, clapping, or booing are 
preferable environmental components of a festival program and form a typical character of 
the setting. (Charleston, 2008; Uhrich & Benkenstein, 2010). Some people said because of 
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visitor’s perceived risk. Many people and a group which is full of people who is similar to 
them reduced the risk so it makes pleasure than the program with no people. Therefore, in 
the low program quality, high perceived crowding makes a better impact on the positive 
emotion than low perceived crowding. 
However, when the program has high quality, having a many people could make a 
negative response because crowding is also related to the queuing problem. According to 
the prospect theory, people have a more negative feeling when they experience the loss 
compare to the gain experience. Although many people in the program feel cheerful 
expression from other visitors, they need to put their time for participating the program 
such as seminar, tasting experience, and other activities. However, in the low crowding 
situation, although people could not feel the other visitor’s reactions, they do not have to 
put their effort to waiting in the line. Therefore, under the high quality situation, less 
number of people makes a positive emotion than more people. Overall, we can hypothesize 
that: 
H1c Perceived crowding moderates relationship between the program and positive 
emotion. (That is, (1) under the low program, visitors who perceived high crowding would 
have more positive emotion than visitors who perceived low crowding. (2) On the other 
hand, under the high program, visitors who perceived low crowding would have more 
positive emotion than visitors who perceived high crowding.) 
 
Fourth, buying wine is one of the important goals of visiting wine festival and 
large wine assortment could help to achieve their goal. By encouraging customers to do 
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cross shopping activities, consumers could be exposed to not only the certain product 
which they pursue but also alternatives and compliments (Ailawadi and Keller, 2004; Pan 
and Zinkhan, 2006). As shoppers browse longer, they will be exposed to more in-store 
stimuli, such as displays or promotional events, and they would experience more positive 
emotions (Gardner & Rook, 1988). When a shopper is in a positive response, he/she is 
more likely to engage in approach behavior than avoidance behavior in a retail environment 
(Baker et al., 1992; Yalch & Spangenberg, 1990). Therefore, we can posit that:  
H1d Assortment of wine has a positive impact on positive emotion. 
 
To describe the interaction between wine assortment and perceived crowding, we 
used attribution theory and interference theories. Attribution theory refers to how and why 
people understand a situation and how it relates to their affective, cognitive and behavior. 
Same as previous festival environment cues, in the low quality of wine assortment with 
high crowding, it also makes great pleasure with many people. The crowding attribution 
research in the restaurant setting showed that when consumers perceive a restaurant is 
crowded, they would associate the high level of crowdedness with high food quality, low 
price, good reputation and therefore, they are willing to go to the restaurant. However, if a 
restaurant is quite, the customer would attribute the quietness to low food quality, high food 
price and poor reputation (Tse et al., 2002). Align with restaurant research, crowding make 
a high quality cues of wine. Also, according to Nichols (2010), consumer competition can 
motivate shoppers to be actively involved in shopping activities by provoking emotional 
experiences, thus affecting the valuation of their shopping experience. Therefore, in the 
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low quality of wine assortment, high perceived crowding makes more positive emotion 
than low perceived crowding. 
However, in the high quality of wine assortment, because people stay long and 
want to look around more than low quality of wine assortment situation, an appearance of 
many people is considered as a hindrance. High crowding makes interferences and 
constraints to attain their goal. But low crowding makes no constraints to accomplish their 
goal.  
 
Therefore, we can hypothesize that 
H2d Perceived crowding moderates relationship between wine assortment and 
positive emotion. (That is, (1) under the low wine assortment, visitors who perceived high 
crowding would have more positive emotion than visitors who perceived low crowding. (2) 
On the other hand, under the high wine assortment, visitors who perceived low crowding 
would have more positive emotion than visitors who perceived high crowding.) 
 
 
2.5 Behavioral Intention 
2.5.1 Approach – Avoid Behavior 
The final part of the framework of the present study is behavioral intention. 
Fishbein and Ajzen (1975: p. 288) define behavioral intentions as “a measure of the 
strength of one’s intention to perform a specific behavior”. Oliver (1997) said that 
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behavioral intention (e.g. willingness to revisit, to recommend, and to spread word-of-
mouth) is “a stated likelihood to engage in a behavior” (p.28). According to Kim, LaVetter, 
and Lee (2006), behavioral intentions are important to service organizations since the 
construct closely relates to the continued survival and future growth of a service 
organization.  
From an environmental psychology view point, the relationship between 
environment and behavioral intention was revealed in several studies. Based on the 
Mehrabian - Russell model, Donovan and Rossiter (1982) investigated that consumers tend 
to spend more money when they are exposed to a store’s environment because consumers’ 
emotional states. Moreover, Jang & Namkung, (2009) suggested behavioral intention such 
as willingness of revisit, recommend, and say positive comments in restaurants and 
confirmed the environmental – behavioral intention relationship. 
In the research of perceived crowding on behavioral intention, Milgram (1974) 
found that people react to the excessive stimulus in order to function effectively in a given 
environment. After that Hui and Bateson (1991) adapted approach-avoidance responses 
developed by Mehrabian and Russell (1974) to study crowding in theoretical settings. 
Hwang et al. (2012) also proved that the effect of crowding situation on behavioral 
approach-avoidance intention (affect, affiliation, spend more money, willingness to wait, 
overall attitude, word of mouth) in the virtual restaurant setting. 
Therefore, based on a general behavioral intention and environment’s behavioral 
response, we adopted three behaviors in order to measure a behavioral intention in the wine 
festival: (1) revisit intention; (2) give a positive word of mouth and (3) desired to stay long 




2.5.2 Effect of Festival Environment and Perceived Crowding on Behavioral Intention 
On the whole the literature has demonstrated that a favorable service experience 
impacts on positive behavioral responses (Zeithaml et al., 1996) with high levels of service 
quality thought to be an essential ingredient of a business’s survival. Numerous studies 
over the years have demonstrated the positive relationship between service quality and re-
patronage intentions.  
Perceived crowding also affects consumers’ behavior and behavioral intentions. 
When people in the crowding situation and it is negatively impact to them, they use 
adaptation strategies to deal with negative setting elements. such as adjustment in staying 
time, moving to less congesting place, or entirely displace from the place (Harrell et al., 
1980). Perceived human crowding also has impact on visitor’s patronage intentions, 
however, its relationship makes an inverted U-shape. Also, the effect of crowding on 
behavioral intentions such as entering the store and recommending the store make a linear 
shape (Pan and Siemens, 2011). 
Based on the previous literature about the relationship between perceived crowding 
and consumer’s behavioral intention, we can posit that there is a similar interactive effect 
on behavior. Because consumers’ emotional dimensions of pleasure mediate environment 
cues and visitor’s behavioral responses. (Mehta et al., 2013).  
 
H3a Functional facility has positive impact on behavioral intention 
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H4a Perceived crowding moderates relationship between functional facility and 
behavioral intention. (That is, (1) under the low functional facility, visitors who 
perceived high crowding would have more behavioral intention than visitors who 
perceived low crowding. (2) On the other hand, there is no difference between 
perceived crowding under the high functional facility.) 
H3b Aesthetic facility has positive impact on behavioral intention 
H4b Perceived crowding moderates relationship between Aesthetics of facilities and 
behavioral intention (That is, (1) under the low aesthetic facility, visitors who 
perceived high crowding would have more behavioral intention than visitors who 
perceived low crowding. (2) On the other hand, under the high aesthetic facility, 
visitors who perceived low crowding would have more behavioral intention than 
visitors who perceived high crowding.) 
H3c Program has positive impact on behavioral intention 
H4c Perceived crowding moderates relationship between program and behavioral 
intention. (That is, (1) under the low program, visitors who perceived high crowding 
would have more behavioral intention than visitors who perceived low crowding. 
(2) On the other hand, under the high program, visitors who perceived low crowding 
would have more behavioral intention than visitors who perceived high crowding 
H3d Wine assortment has positive impact on behavioral intention 
H4d Perceived crowding moderates relationship between wine assortment and 
behavioral intention. (That is, (1) under the low wine assortment, visitors who 
perceived high crowding would have more behavioral intention than visitors who 
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perceived low crowding. (2) On the other hand, under the high wine assortment, 
visitors who perceived low crowding would have more behavioral intention than 
visitors who perceived high crowding.) 
 













Functional Q (a) 
Aesthetic Q (b) 
Program (c) 
Wine Assortment (d) 
Figure 2. Proposed Model 
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CHAPTER 3. METHODOLOGY 
3.1 Research Instrument  
The study used multi-item scales to measure the constructs in the model. A review 
of relevant literature was used to develop an initial pool of items for all scales then adapted 
to the context of the study. The questionnaire based on these scales was pretested to ensure 
question’s understandability. Questionnaires were distributed to 60 individuals through 
online survey method. A few items were reworded or dropped to provide better clarity and 
understanding. The scale items appear in Table 1. 
 
3.1.1 Measurement Items for Festival Environment 
Functional Quality: According to Bitner (1992:66) defined functionality as 
“. . .the ability of same items to facilitate performance and the accomplishment of goals”. 
Therefore, we adopted the four scales from Mason & Paggiaro (2012) and Lee, Lee & 
Choi’s (2011) festivalscape scale which is including information sign, layout, accessibility, 
cleanliness. These items were measured on a 7-likert scale (where 1= ‘strongly disagree’ 




Aesthetic Quality: Distinctive from functional quality, aesthetic facility is 
contributing to the beauty and attractiveness of the environment. It includes a function of 
architectural design and interior design and atmosphere. Therefore, four items were 
selected from Mason & Paggiaro (2012) which is including a stand design attractiveness, 
decor attractiveness, appealing theme, ambiance. These items were measured on a 7-likert 
scale (where 1= ‘strongly disagree’ and 7= ‘strongly agree’). 
 
Program Quality: Festival program was measured by three items including 
program diversity, program excitement, sponsor balance from Kim et al. (2007) and Yan et 
al. (2012). These items were measured on a 7-likert scale (where 1= ‘strongly disagree’ and 
7= ‘strongly agree’). 
 
Wine Assortment: Assortment has strong relationship with length of staying 
festival. It will likely come across with not only the specific product that they seek but also 
with its alternatives and compliments (Pan and Zinkhan, 2006). Therefore, it was measured 
with three items adapted from Migab et al. (2012) and Tafesse & Korneliussen (2012). That 
is, variety of products, many brands, price ranges in different products. These items were 




3.1.2 Measurement Items for Perceived Crowding 
According to the Machleit et al. (1994), crowding is divided by spatial crowding 
which is caused by spatial density (amount and placement of merchandise in the limited 
space) and/or human crowding which is caused by human density (number of shoppers in 
the store). It this study, four items are borrowed from studies on perceived crowding 
(Herrell, Hutt & Anderson, 1980; Machleit et al., 1994): feel crowded, feel too busy, feel 
cramped, and feel confining. These items were measured on a 7-likert scale (where 1= 
‘strongly disagree’ and 7= ‘strongly agree’). 
 
3.1.3 Measurement Items for Positive Emotion 
Positive emotion is measured by using Mehrabian and Russell’s (1974) pleasure 
dimensions of the pleasure-arousal-dominance (PAD) scale. The dominance dimension and 
arousal has not been included in the study, since studies have found that pleasure 
adequately captures the range of emotions exhibited in response to environmental stimuli 
(Donova & Rossiter, 1982; Russell, 1979). Unlike dominance and arousal, pleasure shows 
positive effect on behavioral intention consistently (Koo & Lee, 2011). Therefore, the scale 
was adapted to include four items for pleasure which are content, happy, satisfied, pleasure. 





3.1.4 Measurement Items for Behavioral Intention 
Six items were adapted from previous research to measure behavioral intention. 
The items included ‘willingness to visit the festival in future’, ‘willingness make positive 
recommendation, ‘willingness to explore the festival further’ These items were measured 
on a 7-likert scale (where 1= ‘strongly disagree’ and 7= ‘strongly agree’). 
Table 1. Descriptive Information for Measurement Items 
Label Measurement Item Mean SD 
Functional Quality (Mason & Paggiaro, 2012; Lee, Lee & Choi, 2011)   
F1 Pamphlets (Printed information about festival/event and times 
for the festival) were well prepared 
5.34 1.07 
F2 The festival layout made you easy to get to the restrooms 5.37 1.16 
F3 Festival site were clean 5.54 1.07 
F4 Time schedule was punctual 5.46 1.05 
F5 Staffs were helpful 5.46 1.14 
Aesthetic Quality (Mason & Paggiaro, 2012)   
A1 Exhibitions and trade stands are attractive 5.64 1.05 
A2 Festival’s design was attractive 5.55 1.14 
A3 Festival was decorated based on an appealing theme 5.50 1.10 
A4 Festival’s ambiance was what you want at the wine festival 5.51 1.14 
Program Quality (Kim et al., 2007; Yan et al., 2012)   
P1 There were lots of live entertainment (diversity) 5.36 1.16 
P2 The experiential program was interesting ( 5.14 1.18 
P3 There were lots of promotional activities (Sponsor balance) 5.29 1.12 




S1 The festival had a wide variety of products (diversity) 5.55 1.08 
S2 The festival had many brands in most of the product categories 5.48 1.12 




Table 1. continued. 
Perceived Crowding  (Harrell et al., 1980)   
C1 The festival seemed very crowded to me 4.47 1.46 
C2 The festival was a too busy 4.28 1.45 
C3 I felt cramped shopping in the festival 4.02 1.59 
C4 The festival felt confining to shoppers 4.15 1.57 
Positive emotion (Watson et al, 1988)   
Pl1 Content 5.35 1.13 
Pl2 Happy 5.75 1.11 
Pl3 Satisfied 5.66 1.08 
Pl4 Pleased 5.64 1.07 
Behavioral intention (Mason & Paggiaro, 2012)   
B1 I will make an effort to revisit the wine festival in the near future. 5.35 1.27 
B2 I will attend this wine festival at least once more in the next 5 
years 
5.51 1.27 
B3 I will recommend this festival to others who which to attend 
similar festival 
5.55 1.12 
B4 I will spread positive word of mouth about this festival 5.54 1.21 
B5 I enjoy spending time at this festival 5.55 1.16 
B6 I like to stay at this festival as long as possible 5.14 1.30 
 
 
3.2 Sample and Data Collection 
We are interested in diverse cases of wine festival which have different 
environment qualities and different crowding situations. Therefore, instead of trying field 
study to collect the data, we conducted online survey and tried to get diverse cases from all 
over the United States. Firstly, this study set the questionnaire based on literature review 
and pilot test. After that, in January 2016, the wine festival questionnaire was conducted 
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via Amazon Mechanical Turk website (mTurk), an online survey platform, to collect the 
data. Participants were limited to people who have been to wine festival within a year and 
we asked their wine festival experience in detail to screen invalid samples. Samples were 
provided a small financial incentive ($0.50) for completing the survey. Consequently, a 
total of 321 valid responses was made and it was used in analysis. 
 
3.3 Data Analysis 
There are four steps for the data analysis. 
First, to know sample’s characteristics, we conducted frequency analysis. 
Second, to measure the questionnaire’s overall model fit, we conducted confirmatory factor 
analysis (CFA) and the instrument’s reliability was assessed by Cronbach’s alpha via using 
IBM SPSS 22. 
Third, to verify discriminant validity and convergent validity we calculated average 
variance and composite construct reliability by using Microsoft excel 2016. 
Fourth, to investigate the main effect of festival environment on the visitor’s emotion and 
behavioral intention, one-way ANOVA was employed. Also, to find out interactive effect 
between festival environment factors and perceived crowding on visitor’s positive emotion 





3.3.1 Confirmatory Factor Analysis 
A confirmatory factor analysis was performed to measure the validity of the 28 
items. Generally, for conducting factor analysis, there are two types of factor analysis. 
First one is explanatory factor analysis (EFA) and the other one is confirmative factor 
analysis (CFA). Explanatory factor analysis (EFA) is used for figuring out structural 
relations and diminishing the variables. It makes a theory based on the result of explored 
data. However, confirmatory factor analysis (CFA) is used for verifying the relationships 
of items which are already developed in previous research. Such CFA seeks to find whether 
the number of factors and the loadings of variables conform to pre-established theory. In 
the current research, all variables are adopted from the previous research, therefore, we 
will only conduct Confirmatory factor analysis. Normally, traditional statistical methods 
use one statistical test to verify the significance of the analysis. However, CFA depends on 
several statistical tests to identify the reasonability of model fit to the data. The chi-square 
test shows the difference between observed covariance matrix and hypothesized model. A 
chi-square value close to zero means that there is little difference between the data and 
hypothesized model. Additionally, when chi-square value is close to zero, the p-value has 
to greater than 0.05. The Comparative Fit Index (CFI) examines the model fit by analyzing 
the discrepancy level between the observed data and the expected model. CFI ranges from 
0 to 1 and as the value is closer to 1, it indicates better model fit. The cut-off value for 
acceptable model fit is 0.90 or greater (Hu & Bentler, 1999). Root Mean Square Error of 
Approximation (RMSEA) is associated with the model’s residual. RMSEA ranges from 0 
to 1 and smaller RMSEA value indicates better model fit. The threshold point for 




3.3.2 Two-way ANOVA 
To examine the main effect of wine festival environment factors which are 
proposed in this research, and examine the moderating effect of perceived crowding, two-
way ANOVA was conducted. By comparing the mean differences between groups which 
are made from two independent variables, a two-way ANOVA examines the interaction 
between the two independent variables on one dependent variable.  
With a between-subject two-way ANOVA, statistical linear models are: 
 
𝑦𝑝𝑙𝑒𝑎𝑠𝑢𝑟𝑒 = 𝛼 + 𝛽1𝑋𝑓𝑢𝑛𝑐𝑡𝑖𝑜𝑛 + 𝛽2𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝛽3𝑋𝑓𝑢𝑛𝑐𝑡𝑖𝑜𝑛𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝜀 
𝑦𝑝𝑙𝑒𝑎𝑠𝑢𝑟𝑒 = 𝛼 + 𝛽1𝑋𝑎𝑒𝑠𝑡ℎ𝑒𝑡𝑖𝑐 + 𝛽2𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝛽3𝑋𝑎𝑒𝑠𝑡ℎ𝑒𝑡𝑖𝑐𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝜀 
𝑦𝑝𝑙𝑒𝑎𝑠𝑢𝑟𝑒 = 𝛼 + 𝛽1𝑋𝑝𝑟𝑜𝑔𝑟𝑎𝑚 + 𝛽2𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝛽3𝑋𝑝𝑟𝑜𝑔𝑟𝑎𝑚𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝜀 
𝑦𝑝𝑙𝑒𝑎𝑠𝑢𝑟𝑒 = 𝛼 + 𝛽1𝑋𝑎𝑠𝑠𝑜𝑟𝑡𝑚𝑒𝑛𝑡 + 𝛽2𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝛽3𝑋𝑎𝑠𝑠𝑜𝑟𝑡𝑚𝑒𝑛𝑡𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝜀 
 
𝑦𝑏𝑒ℎ𝑎𝑣𝑖𝑜𝑟 = 𝛼 + 𝛽1𝑋𝑓𝑢𝑛𝑐𝑡𝑖𝑜𝑛 + 𝛽2𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝛽3𝑋𝑓𝑢𝑛𝑐𝑡𝑖𝑜𝑛𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝜀 
𝑦𝑏𝑒ℎ𝑎𝑣𝑖𝑜𝑟 = 𝛼 + 𝛽1𝑋𝑎𝑒𝑠𝑡ℎ𝑒𝑡𝑖𝑐 + 𝛽2𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝛽3𝑋𝑎𝑒𝑠𝑡ℎ𝑒𝑡𝑖𝑐𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝜀 
𝑦𝑏𝑒ℎ𝑎𝑣𝑖𝑜𝑟 = 𝛼 + 𝛽1𝑋𝑝𝑟𝑜𝑔𝑟𝑎𝑚 + 𝛽2𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝛽3𝑋𝑝𝑟𝑜𝑔𝑟𝑎𝑚𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝜀 
𝑦𝑏𝑒ℎ𝑎𝑣𝑖𝑜𝑟 = 𝛼 + 𝛽1𝑋𝑎𝑠𝑠𝑜𝑟𝑡𝑚𝑒𝑛𝑡 + 𝛽2𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝛽3𝑋𝑎𝑠𝑠𝑜𝑟𝑡𝑚𝑒𝑛𝑡𝑀𝐶𝑟𝑜𝑤𝑑𝑖𝑛𝑔 + 𝜀 
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In order to investigate the effect of festivalscape and perceived crowding on 
visitor’s positive emotion and behavioral intentions, a series of two-way ANOVA were 
performed on the two different dependent variables: positive emotion (pleasure dimension) 




CHAPTER 4. RESUTS 
4.1 Sample Profile 
Table 2. shows the demographic characteristics of the study participants. Total 
321 people were participated in the survey. 62.3% was male (n=200), while females 
account for 37.7% (n=121) of the total. Based on the age breakdown, between 25 to 34 
years old which is 50.2%, was the largest age group and followed by the age group of 35-
44 years old with 20.6%. Nearly, 34% was at the age over 35 which is the age of people 
who take pleasure in the wine for long period. 65.4% was White/Caucasian and 23.7% 
was Asian. The major of survey participants were highly educated. 66.7% of sample have 
a college degree compared with 32% of the U.S. population (US Census, 2014). The 
median of annual income of the sample is $40,000 to $59,999, but 10.2% make more 
than $100,000 per year. 
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Table 2. Sample Characteristics (N=321) 
  Frequency Percent (%) 
Gender Male 200 62.3 
 Female 121 37.7 
Age 18-24 51 15.9 
 25-34 161 50.2 
 35-44 66 20.6 
 45-54 26 8.1 
 55 – 64 14 4.4 
 Over 65 3 .9 
Ethnicity White/Caucasian 210 65.4 
 African American 7 2.2 
 Hispanic 11 3.4 
 Asian 76 23.7 
 Native American 11 3.4 
 Pacific Islander 2 .6 
 Mixed 4 1.2 
Education Less than high school 1 .3 
 High school 28 8.7 
 Technical school 78 24.3 
 Some college 145 45.2 
 4-year college degree 69 21.5 
Income Below $20,000 58 18.1 
 $20,000 - $39,999 74 23.1 
 $40,000 - $59,999 72 22.4 
 $60,000 - $79,999 48 15.0 
 $80,000 - $99,999 32 10.0 
 $100,000 - $149,999 26 8.1 
 $150,000 - $199,999 5 1.6 
 Over $200,000 2 .6 
 Not willing to answer 4 1.2 
Total  321 100 
 
 
4.2 Sample’s Travel Characteristics 
The travel behavior characteristics are shown in Table 3. 25.2% of participants 
visited a wine festival for the first time and 26.5% of people responded that it was the 
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second time of visiting a wine festival. 8% of total were visited more than 5 times. 50.5% 
were local festival traveler (less than 50 miles away travel), and 53.9% stay one day for 
wine festival, Majority (67.6%) of participants visit a wine festival with friend, followed 
by family group (29.3%). 76% of people visit for the wine event and 13.4% responded they 
visited for social gathering and to buy wine, and only 9.3% of people visit wine festival to 
buy wine.  
Table 3. Wine Festival Visitor Characteristics 
  Frequency Percent(%) 
Visit times 
1.00 81 25.2 
2.00 85 26.5 
3.00 66 20.6 
4.00 26 8.1 
5.00 37 11.5 
6.00 8 2.5 
7.00 3 .9 
8.00 2 .6 
9.00 2 .6 
10.00 3 .9 
More than 10.00 8 2.5 
Distance 
More than 50 miles 159 49.5 
Less than 50 miles 162 50.5 
Length of stay 
1.00 173 53.9 
2.00 91 28.3 
3.00 35 10.9 
4.00 5 1.6 
5.00 13 4.0 
6.00 1 .3 
7.00 3 .9 
Group 
Family 94 29.3 
Friends 217 67.6 
Club 2 .6 
Community 3 .9 
Organization 2 .6 




Table 3. continued 
Purpose 
To buy wine 30 9.3 
To enjoy the event 244 76.0 
To socialize with people 43 13.4 
Other 4 1.2 
Total 321 100.0 
 
 
4.3 Measurement Model: Confirmatory Factor Analysis 
To evaluate the overall model fit of the measurement model, confirmatory factor 
analysis (CFA) was conducted. The results of CFA are summarized in Table 4. 
First, the chi-square statistic indicated the overall model was 𝑥2 = 527.397, p 
< .001 and value of the normed chi-square static to sample size, showed that the model fit 
with the data is 𝑥2/𝑑𝑓= 2.028, which was lower than the recommended threshold of 3. 
In addition, The RMSEA ranges from 0 to 1, and a value of .06 or less is the cut-
off point of acceptable model fit. The current model’s the RMSEA value is .057, thus, we 
could say RMSEA level is acceptable. 
Also, CFI (Compratative fit index) value ranges from 0 to 1, and a CFI value of .90 
or larger is indicative to acceptable model fit (Hu & Bentler,1999) and the study got .955 
for CFI value. Because our model’s fit index value is not outnumbering the recommended 
thresholds, our measurement model has a good fit to the observed data. 
The results of standardized factor loadings, reliability, and convergent validity are 
showed in Table 4. Overall, the seven variables looks good fit. The standardized loadings 
for all 28 items ranged from .687 to 918. The Cronbach alpha estimates for the factors of 
functional quality, aesthetic quality, program quality, wine assortment, perceived crowding, 
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positive emotion and behavioral intention were at .876, .880, .810, .845, .903, .890, 
and .919, respectively, all exceeding the recommended .50 cut-off point. This indicates the 
factors has excellent internal consistency. 
Convergent validity helps to estimate construct validity. To find out how well a 
factor is consistently explained by factor’s items, convergent validity is used (Tull and 
Hawkins, 1993). The convergent validity was examined by the value of the composite 
reliability. The composite reliability estimates ranges from .765 to 875, greater than the 
minimum threshold of .70 (Nunnally and Bernstein, 1994).  
While convergent validity tests to the unidimensionality of a scale from other 
theoretically proven variables, discriminant validity was estimated by the average variance 
extracted (AVE) value which is the correlation between the seven factors. If the variance 
explained for each factor (which is standard loading value) is higher than the correlations 
among the factors, then it means that the factors are indicated to be different from one 
another (Fornell and Larcker, 1981). In this research, all factors are greater than .50 
thresholds and it means the factor’s discriminant validity is good enough (Fornell and 
Larcker, 1981). The variance extracted estimates ranges from .521 to .637. 
 











Functional Quality  .876 0.855 0.541 
Information Signage 0.754    
Layout 0.739    
Cleanliness 0.826    
Time Schedule 0.766    
49 
 
Table 4. continued. 
Aesthetic Quality  .880 0.859 0.605 
Stand Attractiveness 0.762    
Design 0.854    
Theme 0.813    
Ambience 0.794    
Program  .810 0.765 0.521 
Live Entertainment 0.726    
Interest 0.795    
Promotional Activity  0.782    
Product Assortment  .845 0.824 0.611 
Variety Product 0.797     
Diverse Brand 0.844    
Wide Price Range 0.770    
Perceived Crowding  .903 0.818 0.532 
Crowded 0.743    
Busy 0.737    
Cramp 0.918    
Confining 0.88    
Positive emotion  .890 0.875 0.637 
Content 0.746    
Happy 0.853    
Satisfied 0.872    
Pleased 0.821    
Behavioral intention  .919 0.883 0.559 
Revisit 0.809    
Revisit 0.799    
Recommendation 0.867    
Recommendation 0.851    
Stay long 0.850    
Stay long 0.682    






4.4 Effect of Festival Environment and Perceived Crowding on Positive Emotion and 
Behavioral Intention 
A series of analysis of variance (ANOVA) were ran on the positive emotion and 
behavioral intention, with the festival environment factors as the independent variables, 
and the two-way ANOVA was conducted to examine the moderating effect of perceived 
crowding. The festival environmental factors included functional facility, aesthetic facility, 
program quality and wine assortment.  
Before conducting ANOVA, festival environment qualities were divided into three 
groups, low quality, mid quality, and high quality, by one-third split (33.3%, 66.6%, 100%) 
and perceived crowding was divided into two groups, low crowding, and high crowding, 
by median split (50.0%, 100%). Although grouping lead to lose the information power, 
grouping the variables reduce the impact of read noise and generalize group’s behavior on 
the festival context. Furthermore, it will make better implication for practitioners than just 
show the result of each samples (Johnson & Wichern, 1992). Table 5 shows the result of 
the number of sample in the groups. 
 
Table 5. Descriptive Result of Festival Environment Factors 
  Crowding    
  Low  High  Total Mean SD 
Function 
Low 54 58 112 4.439 .649 
Mid 52 52 104 5.612 .160 
High 62 43 105 6.320 .347 
Aesthetic 
Low 54 48 102 4.434 .673 
Mid 67 70 137 5.750 .275 




Table 5. continued. 
Program 
Low 52 49 101 4.092 .562 
Mid 57 56 113 5.322 .259 
High 59 48 107 6.305 .369 
Wine 
Assortment 
Low 51 43 94 4.337 .646 
Mid 76 64 150 5.753 .263 
High 41 36 77 6.619 .290 
Note: All ratings were on 7-point scale ranging 1 (strongly disagree) to 7 (strongly agree). 
 
4.4.1 Moderating Effect of Perceived Crowding between Functional Facility and Positive 
Emotion 
According to the Table 6 and Figure 3., it shows the effect of festival’s functional 
facility on positive emotion (H1-a) and interaction between functional facility and 
perceived crowding on positive emotion (H2-a). As expected, functional quality positively 
impacts on festival positive emotion (F=78.58 p<.000), indicating that H1-a was supported. 
The result is consistent with other study’s result that festival’s facility is positively affect 
festival value (Yoon, Lee, and Lee, 2010). 
To estimate Hypothesis 2-a, a 3 Functional facility (low vs. mid vs. high) × 2 
Perceived crowding (low vs. high) factorial structure on positive emotion was conducted. 
The result shows that perceived crowding moderates the relationship between functional 
facility and positive emotion (F=3.644; p= .027). More specifically, under the low 
functional facilities, high crowding situation makes high positive emotion (5.14) than low 
crowding situation (4.64) (F=6.92; p=.010). We could find that crowding works as a “good 
crowding,” when festival has low functional facility. On the other hands, when functional 
facility’s quality is exceeded the mid-level, there is no difference between perceived 
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crowding. Good functional facility does not need people’s signal and avoid behavioral 
constrains. 
Table 6. ANOVA Results for Interaction of Functional Facility and Perceived Crowding 
on Positive Emotion 
Dependent Variable: Positive Emotion 
Source SS df MS F Sig. 
Model 100.913a 5 20.183 33.652 .000 
Intercept 9989.387 1 9989.387 16655.875 .000 
Crowding_Group 2.208 1 2.208 3.681 .056 
Functional_Quality 94.260 2 47.130 78.582 .000 
Crowding_Group × 
Functional_Quality  
4.371 2 2.186 3.644 .027 
Error 188.922 315 .600   
Total 10360.875 321    






Figure 3. Interaction of Perceived Crowding and Functional Facility on Positive Emotion 
 
Table 7. Descriptive and ANOVA Results across Crowding Groups on Positive Emotion 
Festival environment level Perceived Crowding level Mean SD F Sig. 
Low Functional Quality Low Crowding (n=54) 4.64 1.19 6.92 .010 
 High Crowding (n=58) 5.14 .77   
 
4.4.2 Moderating Effect of Perceived Crowding between Aesthetic Quality and Positive 
emotion 
Second, Table 8 and figure 4 show the ANOVA results for the H1-b and H2-b tests. 
Hypothesis H1-b predicted that festivals with high aesthetic quality would be more likely 
to be pleasurable. As we expected, festival which is aesthetically well organized was 
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enhancing people’s pleasurable feelings (F=82.909; p<.000). Therefore, H1-b was 
supported. 
H2-b, the interaction of aesthetic qualities and perceived crowding on positive 
emotion, was also supported (F=4.917; p=.008). When festival was beautifully designed, 
regardless of how many people in the festival, people enjoyed the festival atmosphere. 
However, when festival with insufficient aesthetic cues, crowding situation could make a 
high pleasure (5.11) but low crowding situation make low pleasure experience (4.62). This 
results are consistent with Baker et al.’s (1992) study. They figured out the interaction 
between ambient (music and light) and social intention (number of employees) on 
consumer’s positive emotion. The results showed that there is no significant difference in 
the high situation but there is a difference of the social influence in low ambient situation. 
Many employees in the low quality situation makes high satisfaction than retail store which 
has few employees.  
Table 8. ANOVA Results for Interaction of Aesthetic Facility and Perceived Crowding 
on Positive Emotion 
Dependent Variable: Positive emotion  
Source SS df MS F Sig. 
Model 107.075a 5 21.415 36.910 .000 
Intercept 9648.027 1 9648.027 16629.117 .000 
Crowding_Group .956 1 .956 1.647 .200 
Aesthetic_Quality 96.206 2 48.103 82.909 .000 
Crowding_Group ×  
Aesthetic_Quality 5.706 2 2.853 4.917 .008 
Error 182.759 315 .580   
Total 10360.875 321    





Figure 4. Interaction of Perceived Crowding and Aesthetic Facility on Positive Emotion 
 
Table 9. Descriptive and ANOVA Results across Crowding Groups on Positive Emotion 
Festival environment level Perceived Crowding level Mean SD F Sig. 
Low Aesthetic Quality Low Crowding (n=54) 4.62 1.13 6.62 .012 
 High Crowding (n=48) 5.11 .76   
 
4.4.3 Moderating Effect of Perceived Crowding between Program and Positive Emotion 
Estimating the festival’s program quality on positive emotion, we could find out 
that high program quality makes high positive emotion (F=61.520; p<.000). This result 
aligns with Yoon et al. (2010)’s result that festival program may be rooted in the hedonic 
attributes (e.g. fun, interesting, happy) in creating memorable experience.  
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In the test of interaction effect of program quality and perceived crowding, we 
could find out highly different moderating results compared to the other festival 
environment dimensions’ interaction results (F=7.966; p<.000). When people in the low 
quality programed festival with high crowding, people think wine festival is enjoyable 
(5.21), but with small number of people, people feel less enjoyable (4.59) (F=6.924; 
p=.010). However, in the middle quality of program, low crowding made more interesting 
response (5.89) than high crowding situation (5.67) (F=2.841; p=.095). Lastly, when 
program is very interesting, there is no difference between people with different crowding 
experience. We could conclude that festival program is sensitive with perceived crowding. 
 
Table 10. ANOVA Results for Interaction of Program and Perceived Crowding on 
Positive Emotion 
Dependent Variable: Positive emotion 
Source SS df MS F Sig. 
Model 90.622a 5 18.124 28.659 .000 
Intercept 9960.145 1 9960.145 15749.261 .000 
Crowding_Group 1.230 1 1.230 1.945 .164 
Program_Quality 77.813 2 38.907 61.520 .000 
Crowding_Group × 
Program_Quality 
10.076 2 5.038 7.966 .000 
Error 199.212 315 .632   
Total 10360.875 321    





Figure 5. Interaction of Perceived Crowding and Program on Positive Emotion 
 
Table 11. Descriptive and ANOVA Results across Crowding Groups on Positive Emotion 
Festival environment level Perceived Crowding level Mean SD F Sig. 
Low Program Quality Low Crowding (n=52) 4.59 1.185 6.924 .010 
 High Crowding (n=49) 5.21 .786   
Mid Program Quality Low Crowding (n=57) 5.89 .500 2.841 .095 
 High Crowding (n=56) 5.67 .851   
 
4.4.4 Moderating Effect of Perceived Crowding between Wine Assortment and Positive 
Emotion 
Lastly, Table 12 and Figure 6 show ANOVA result for wine assortment and 
perceived crowding on festival’s positive emotion. As we assumed, festival with large 
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number of wine, diverse brand and price make positive emotion (F=78.878; p<.000). Also, 
there is a significant interaction effect between wine assortment and perceived crowding 
(F=4.408; p=.013). When wine assortment quality is low, high crowding make high 
positive emotion (5.05) than low crowding (4.61) (F=4.41; p=.013). However, if festivals 
have good quality of wine assortment, low crowding makes high positive emotion than 
high crowding. Although the difference level is not very significant we can say that the 
significant level is around the marginal level (F=2.322; p=.132). 
 
Table 12. ANOVA Results for Interaction of Wine Assortment and Perceived Crowding 
on Positive Emotion 
Dependent Variable: Positive emotion 
Source SS df MS F Sig. 
Model 103.211a 5 20.642 34.842 .000 
Intercept 9333.516 1 9333.516 15753.956 .000 
Crowding_Group .353 1 .353 .595 .441 
Wine_Assortment 93.463 2 46.732 78.878 .000 
Crowding_Group * 
Wine_Assortment 
5.224 2 2.612 4.408 .013 
Error 186.623 315 .592   
Total 10360.875 321    





Figure 6. Interaction of Perceived Crowding and Wine Assortment on Positive Emotion 
 
Table 13. Descriptive and ANOVA Results across Crowding groups on Positive Emotion 
Festival environment level Perceived Crowding level Mean SD F Sig. 
Low Wine Assortment Low Crowding (n=51) 4.61 1.232 6.590 .012 
 High Crowding (n=43) 5.05 .803   
High Wine Assortment Low Crowding (n=41) 6.39 .484 2.322 .132 
 High Crowding (n=36) 6.16 .820   
 
4.4.5 Moderating Effect of Perceived Crowding between Functional Quality and 
Behavioral Intention 
According to the Table 14 and Figure 7., it shows the impact of festival’s functional 
facility’s quality on behavioral intention (H3-a) and interaction of functional facility’s 
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quality and perceived crowding on behavioral intention (H4-a). The result shows that 
functional quality was positively associated with festival behavioral intention (F=63.353 
p<.000). Like functional facility effect on positive emotion, it also highly influences on 
behavioral intention.  
Interaction effect on behavioral response are also statistically significant (F=5.009; 
p= .007) and compared to the interaction effect on positive emotion (F=3.644 ;p=.027), 
significant level is higher. It means that interaction effect is more clearly show in the 
behavioral intention. Under the low functional facilities, high perceived crowding cause 
desire to revisit, recommend to other people, and stay longer (4.99) than people in the low 
crowding festival (4.44). However, when functional qualities are exceeded the mid-level, 
there is no difference between low crowding and high crowding. 
Table 14. ANOVA Results for Interaction of Functional Facility and Perceived Crowding 
on Behavioral Intention 
Dependent Variable:   Behavior   
Source SS df MS F Sig. 
Model 104.540a 5 20.908 27.971 .000 
Intercept 9413.061 1 9413.061 12593.134 .000 
Crowding_Group 1.284 1 1.284 1.718 .191 
Functional_Quality 94.710 2 47.355 63.353 .000 
Crowding_Group × 
Functional_Quality 
7.489 2 3.744 5.009 .007 
Error 235.455 315 .747   
Total 9840.556 321    





Figure 7. Interaction of Perceived Crowding and Functional Facility on Behavioral 
Intention 
 
Table 15. Descriptive and ANOVA Results across Crowding groups on Behavioral 
Intention 
Festival environment level Perceived Crowding level Mean SD F Sig. 
Low Functional Quality Low Crowding (n=54) 4.4414 1.05715 9.276 .003 
 High Crowding (n=58) 4.9971 .87051   
 
4.4.6 Moderating Effect of Perceived Crowding between Aesthetic Quality and 
Behavioral Intention 
Table 16 and figure 8 show the ANOVA results for the hypothesis tests. Hypothesis 
H3-b predicted that festivals with high aesthetic facility’ s quality positive impact on 
62 
 
behavioral intention and the result is matched with hypothesis. Festivals that aesthetically 
well-organized encourages people’s behavioral intention (F=63.585; p<.000). 
The interaction of aesthetic qualities and perceived crowding was also significant 
(F=6.197; p=.002). When festival was beautifully designed, regardless of how many people 
in the festival, people enjoyed the festival atmosphere and it boost people to behave 
positively. However, when aesthetic cues such as design and theme are not good, crowding 
situation complement the weak aesthetic points and improve behavioral intention (4.99) 
but low crowding situation make low positive emotion experience (4.43) (F=8.286; p=.005) 
 
Table 16. ANOVA results for Interaction of Aesthetic Facility and Perceived Crowding on 
Behavioral Intention 
Dependent Variable:   Behavior   
Source SS df MS F Sig. 
Model 108.019a 5 21.604 29.336 .000 
Intercept 9097.958 1 9097.958 12354.124 .000 
Crowding_Group .506 1 .506 .687 .408 
Aesthetic_Quality 93.651 2 46.826 63.585 .000 
Crowding_Group × 
Aesthetic_Quality 
9.127 2 4.563 6.197 .002 
Error 231.976 315 .736   
Total 9840.556 321    





Figure 8. Interaction of Perceived Crowding and Aesthetic Facility on Behavioral Intention 
 
Table 17. Descriptive and ANOVA Results across Crowding Groups on Behavioral 
Intention 
Festival environment level Perceived Crowding level Mean SD F Sig. 
Low Aesthetic Quality Low Crowding (n=54) 4.426 1.117 8.286 .005 
 High Crowding (n=48) 4.993 .832   
 
 
4.4.7 Moderating Effect of Perceived Crowding between Program and Behavioral 
Intention 
Estimating the festival’s program quality on behavioral intention, we could find 
out that high program quality is positively impact on the high behavioral intention 
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(F=59.807; p<.000). In the test of interaction effect of program quality and perceived 
crowding, it also shows strong moderating effect (F=7.407; p=.001). In detail, when people 
in the low quality programed festival with high crowding situation, people think wine 
festival is enjoyable (5.01), while, low quality programed festival with small number of 
people makes wine festival is less enjoyable (4.40) (F=9.117; p=.003). However, if 
festival’s program quality is middle level, the result is reversed. Low crowding makes more 
interesting response (5.89) than high crowding situation (5.67) (F=2.771; p=.099). Lastly, 
when program is very interesting, there is no difference between people with different 
crowding experience. 
 
Table 18. ANOVA Results for Interaction of Program and Perceived Crowding on 
Behavioral Intention 
Dependent Variable:   Behavior   
Source SS df MS F Sig. 
Model 103.516a 5 20.703 27.577 .000 
Intercept 9392.293 1 9392.293 12510.935 .000 
Crowding_Group .693 1 .693 .923 .337 
Program_Quality 89.797 2 44.899 59.807 .000 
Crowding_Group * 
Program_Quality 
11.121 2 5.560 7.407 .001 
Error 236.479 315 .751   
Total 9840.556 321    





Figure 9. Interaction of Perceived Crowding and Program on Behavioral Intention 
 
Table 19. Descriptive and ANOVA Results across Crowding Groups on Behavioral 
Intention 
Festival environment level Perceived Crowding level Mean SD F Sig. 
Low Program Quality Low Crowding (n=52) 4.40 1.158 9.117 .003 
 High Crowding (n=49) 5.01 .834   
Mid Program Quality Low Crowding (n=57) 5.89 .500 2.771 .099 




4.4.8 Moderating Effect of Perceived Crowding between Wine Assortment and 
Behavioral Intention 
Finally, H3-d that people in the good wine assortment festival are more motivated 
to do positive behavioral intention, was examined. Table 20 and figure 10 show the 
ANOVA results for the hypothesis test and H3-d was supported (F=59.807; p<.000). 
The result of intercept of perceived crowding into relationship between wine 
assortment quality and festival behavioral intention (H4-d) was slightly different 
comparing to the interactive effect on positive emotion. When festival with low wine 
assortment, people who were perceived the low crowding may not want to re-visit wine 
festival (4.43) compared to high crowding situation (4.96) (F=6.59; p=.012). However, for 
the opposite way, high crowding makes low behavioral intention and low crowding makes 
high behavioral intention under the high quality of wine assortment (F=5.88; p=.018). 
When people visit the festival which is full of wine, it makes people to stay longer to 
explore the wine more. As a result, it decreases visitor’s turnover ratio, makes hard to move, 
or gives a lot of cognitive load. In this situation, visitors are not willing to visit or stay 
longer than their expectation. Difference of perceived crowding effects on the positive 
emotion under good quality of wine festival is not statistically significant but in the 








Table 20. ANOVA Results for Interaction of Wine Assortment and Perceived Crowding 
on Behavioral Intention 
Dependent Variable:   Behavioral intention 
Source SS df MS F Sig. 
Model 101.848a 5 20.370 26.943 .000 
Intercept 8784.032 1 8784.032 11618.754 .000 
Crowding_Group .001 1 .001 .002 .968 
Wine_Assortment 84.350 2 42.175 55.786 .000 
Crowding_Group × 
Wine_Assortment 
12.019 2 6.009 7.949 .000 
Error 238.147 315 .756   
Total 9840.556 321    
a. R Squared = .300 (Adjusted R Squared = .288) 
 
 





Table 21. Descriptive and ANOVA Results across Crowding Groups on Behavioral 
Intention 
Festival environment level Perceived Crowding level Mean SD F Sig. 
Low Wine Assortment Low Crowding (n=51) 4.43 1.116 6.590 .012 
 High Crowding (n=43) 4.96 .834   
High Wine Assortment Low Crowding (n=41) 6.33 .661 5.880 .018 
 High Crowding (n=36) 5.79 1.234   
 
 
4.5 Summary of Hypotheses Tests 
The overall results showed that festival environmental cues have positive impact 
on both positive emotion and behavioral intention. Moreover, there is a moderating effect 
of perceived crowding between festival environment qualities and positive emotion and 
behavior. In particular, when festival environment qualities are low level, people with high 
perceived crowding consider festival is more fun and exciting and willing to stay longer 
than people with low perceived crowding. However, when festival environment factors are 
high quality, people who have low perceived crowding regard festival as more pleasurable 
place and want to visit again and stay longer than people who perceive high crowding. The 
results of hypotheses are summarized in Table 22. 
 
Table 22. Summary of Hypotheses Tests 
Hypothesis Description Result 
H1-a 
Functional facility has a positive impact on positive 
emotion 
Supported 
H1-b Aesthetic facility has a positive effect on positive emotion Supported 
H1-c Program has a positive impact on positive emotion Supported 




Table 22. continued 
H2-a (1) 
Under the low functional facility, visitors who perceived 
high crowding would have more positive emotion than 
visitors who perceived low crowding.  
Supported 
H2-a (2) 
Under the high wine assortment, visitors who perceived 
low crowding would have more positive emotion than 
visitors who perceived high crowding 
Supported 
H2-b (1) 
Under the low wine assortment, visitors who perceived 
high crowding would have more positive emotion than 
visitors who perceived low crowding.  
Supported 
H2-b (2) 
Under the high aesthetic facility, visitors who perceived 
low crowding would have more positive emotion than 




Under the low program, visitors who perceived high 
crowding would have more positive emotion than visitors 
who perceived low crowding.  
Supported 
H2-c (2) 
Under the high program, visitors who perceived low 
crowding would have more positive emotion than visitors 




Under the low wine assortment, visitors who perceived 
high crowding would have more positive emotion than 
visitors who perceived low crowding.  
Supported 
H2-d (2) 
Under the high wine assortment, visitors who perceived 
low crowding would have more positive emotion than 








Aesthetic facility has a positive effect on behavioral 
intention 
Supported 
H3-c Program has a positive effect on behavioral intention Supported 
H3-d 







Table 22. continued 
H4-a (1) 
Under the low functional facility, visitors who perceived 
high crowding would have more behavioral intention than 
visitors who perceived low crowding.  
Supported 
H4-a (2) 
Under the high functional facility, visitors who perceived 
low crowding would have more behavioral intention than 




Under the low aesthetic facility, visitors who perceived 
high crowding would have more behavioral intention than 
visitors who perceived low crowding 
Supported 
H4-b (2) 
Under the high wine assortment, visitors who perceived 
low crowding would have more behavioral intention than 




Under the low program, visitors who perceived high 
crowding would have more behavioral intention than 
visitors who perceived low crowding.  
Supported 
H4-c (2) 
Under the high program, visitors who perceived low 
crowding would have more behavioral intention than 








CHAPTER 5. CONCLUSIONS 
5.1 Discussion of Key Findings 
The purpose of this paper is to investigate the moderating role of perceived 
crowding between festival environment factors and visitor’s behavioral intention. 
Specifically, we tested four dimensions of the festival environment (functional facility, 
aesthetic facility, program, and wine assortment) on visitor’s positive emotion and 
behavioral intention. Then tested the moderating effect of perceived crowding which is 
social environment factors made by visitors. Consequently, we found supporting results of 
all of the hypotheses. Although there are several studies concentrated on the different levels 
of crowding on consumer satisfaction and investigated interesting moderators between 
crowding-satisfaction relationship (Machleit et al., 2000; Pan and Siemens, 2011; Pons et 
al., 2014), scarce research considered crowding as a part of environment factor and tested 
the interactive effect of physical festival environment cues and crowding cues on the 
visitor’s emotion and behavioral intention. By conducting the current study, we solved 
three research questions that the previous study could not explain and shed light on 
understanding the effect of holistic environment cues.
1) How perceived crowding interactively work with festival environment cues? 
2) How much it impacts? 
3) Under what festival environment condition? 
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By splitting environment conditions to three groups (low quality, mid-quality, and 
high-quality) we conducted interactive effect on visitor’s responses. 
First, when physical environment quality is in the low level, people who were in 
the high crowding situation think they are happier and want to visit more than people who 
were in the low crowding situation. This result means that because of the context feature, 
the manning level should reach to the certain point to make a vivid and pleasurable 
atmosphere. 
Second, when festival environment quality goes to the mid-level. Except the 
program quality, there is no difference between high crowding and low crowding’s impact 
on positive emotion and behavioral intention. In the mid quality program, low perceived 
crowding come from behind and exceed the high perceived crowding’s positive emotion 
level. That is because when program is more fun, people want to participate more and it 
makes long waiting line. Also, it is hard to see entertaining shows in the middle of crowds. 
Therefore, we can find that program is more sensitive at the crowding level.  
Finally, on the high quality of the festival environments, the difference impact of 
different crowding on the behavioral intention appeared only under the wine assortment. 
Low crowding people feel more pleasure when there is a various wine in the festival. 
Diverse wine cause seeking behavior. People are willing to see the different wine and want 
to taste more wine. That makes people feel crumped and hard to get services from staff. 
Other dimensions on the wine festival cues has no difference between high perceived 
crowding and low perceived crowding. 
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5.2 Theoretical Implication 
First, by developing wine festival’s physical environment dimensions, it could be 
used as a tool for future festival study. In the current research, we clearly explained the 
difference between the functional facility and the aesthetic facility which is conceptually 
debatable in the environment research. Also, verified the difference effect of other festival 
environmental factors on the visitor’s emotion and behavioral intention in the context of 
the wine festival. 
Second, regarding perceived crowding as an important social environment factor 
of festival environment and testing its interaction effects with other physical environment 
cues, it gives a more realistic understanding of perceived environment effect on visitor’s 
emotion and behavioral intention. Also, its trial extends the Bitner’s (1992) Servicescape 
concept theoretically and extends the industry scope from common retail to festival. 
Third, this research elevates research reliability and achieve generalization by 
doing an online survey. It overcomes previous research’s generalization issue which is 




5.3 Empirical Implication 
To elicit wine festival visitors’ positive behavioral intention, a festival organizer 
should focus on the relationship between festival environment and perceived crowding. 
According to the current study’s findings, except the mid quality level of program 
situation and high quality level of wine assortment situation, high perceived crowding 
offers benefits for visitors’ behavioral intention. This result is supported by previous 
study’s outcome that the high human crowding makes higher satisfaction than low human 
crowding in the festival context (Kim et al., 2015). Although crowding situation makes 
better emotional and behavioral responses than low crowding situation under the overall 
festival environment, the high crowding is significantly useful under the festival with low 
environment quality. Therefore, if a festival is very new or festival’s environment is not 
well-organized because of insufficient budget, organizers should focus on gathering more 
visitors to the wine festival. For example, organizer may offer free entry tickets, discounted 
dessert coupons. Moreover, they can link the wine festival with wine region’s tourism 
organization and suggest a packaged tour program. Also by distributing the region’s wine 
to local restaurants and hotels which are near the tourism attraction, festival marketer can 
attract many visitors. 
However, for festivals which have mid-level of the program, low perceived 
crowding has a better impact on positive emotion and behavioral intention than high 
perceived crowding. When crowding situation in the program, people need to wait for 
participating the program such as wine tasting, food seminar, or some other entertainment 
programs. Therefore, organizers should control festival crowdedness for visitors’ positive 
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emotion and behavioral intention. For example, organizers may have benefited from 
distributing the special programs evenly for festival period, giving information of the 
length of time for waiting in line, providing entertainment program to people while they 
wait in line, and selling drinks and refreshments to people while they wait in line and so 
on. 
Moreover, under the high wine assortment situation, organizers should deploy 
temporary staffs for fast check out, and they should label the wine’s brand, grape variety, 
and price distinguishably. In addition, organizers may offer the first come first served wine 
with a special price so they can distribute people in the prime time. 
 
5.4 Limitation 
This study is focused on investigate the interactive effect of perceived crowding 
and festival environment on positive emotion and behavioral intention. 
First of all, to solve previous study’s generalization problem, we conducted online 
survey instead of field study. Although it caught diverse festivals, we could not collect 
many 50s samples who are the major consumer of wine. This is because internet survey is 
more friendly for young generations. 
Also, when we conducted the survey, we ask people to remind the festival 
experience. Although we ask several questions to screen the invalid samples who did not 
visit wine festival, there could be a gap between real time survey and post survey. Thus, 
these two limitations could be solved by mixing field study and an online survey. 
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Moreover, although the present study tried to use PAD model for measuring festival 
visitor’s emotion, we only use pleasure dimension as a proxy of positive emotion due to 
the inconsistent impact of arousal and dominance on behavioral intention. Therefore, in the 
future research, using a specific festival emotion could be a method for accurate 
examination. 
Lastly, we did not test the mediation effect of emotion but test the direct effect of 
festival environment and perceived crowding on positive emotion and behavioral intention. 
Although we could induce that there is a mediation effect of emotion since the direction of 
emotion and behavioral intention is same, using SEM path analysis could give you an exact 
number. 
 
5.6 Future Research 
First, the effect of perceived crowding on a festival image has not been tested yet. 
In the retail store study, a few studies examined the effect of perceived crowding on the 
evaluations (Mehta et al., 2013) and store attitude (Pan and Siemens, 2011). However, these 
studies looked at the overall perception of the store. In the restaurant side, Tse et al. (2002) 
tested attributions of a crowding restaurant. In the tourism side, Hyun & Kim (2015) tested 
the negative effect of perceived crowding on cruise brand. But still, the effects of perceived 
crowding on specific attributes such as perceptions of service-quality and brand image of 
the tourism destination, or festival are needed to be studied. 
Additional research is needed to reveal the mechanisms of visitor’s coping 
behavior in the festival. For example, Manning and Valliere (2001) contented that 
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recreation participants employ a diverse coping mechanisms, for example, spatial and 
temporal deviation strategies that is, changing the amount and type of outdoor recreation 
and visiting a destination during another time period that is “less crowd”. In addition, 
Harrell et al. (1980) found that certain coping mechanisms like departing from planned 
shopping time linked the effects of perceived crowding on satisfaction. However, such a 
displacement would not always be possible, especially festival has limited time event, thus, 
people could have different strategy to coping behavior under the perceived crowding. 
Miller & McCool (2003) suggested transactional model of stress and coping to understand 
how outdoor recreationists handle negative factors when they are in the middle of 
recreation situation. Therefore, it would be interesting to know whether there is alternative 
behavior with other visitors, and how much it influences on consumers’ festival-loyalty 
and behavioral intentions. 
The effects of demographic variables and disposition traits have not been enough 
investigated in the context of perceived crowding. According to Mehta et al. (2013), the 
effects of perceived human crowding is moderated by optimal stimulation level. They said 
that optimal stimulation level is one of individual’s characteristics so if people’s 
stimulation capacity is bigger, they do not feel the crowdedness than people has a low 
stimulation capacity. Also other studies have found that age, gender, and education are 
associated with optimal stimulation level (Zuckerman et al.,1978; Raju, 1980). 
Also, since crowding implies greater exposure to other visitors present in the same 
environment, crowded environments are likely to boost customer to customer effects that 
exist in the social influence research. For instance, Argo et al. (2008) investigated that the 
favorable feeling of other people and their gender impact on estimations of products. 
78 
 
Uhrich, and Benkenstein (2010) found out that attractiveness of other customers exerts a 
strong positive influence on overall affective responses. Furthermore, these positive 
emotional responses trigger customers to do on-site purchasing and spreading positive 
word of mouth. Thus, the role of other visitors in influences are needed to be further 
investigated in the crowded festival. 
Another possibility for further study is concerned with the type of festival formats 
(e.g., experience festival and watching festival). The role of crowding on consumer 
behavior could be different at the different festival. For example, the visitor’s tolerance for 
perceived crowding may differ between dynamic experience festival and watching festival. 
For experience festival, customer may come to participate in the program (the value is more 
like theme park), but for the watching festival, visitors will see the festival therefore, (the 
value is more like exhibition). Future studies are needed to replicate these crowding effects 
across different festival establishment. 
In conclusion, this study extends the literature on the social and physical 
environment effect on visitor’s positive emotion and behavioral intention and provides a 
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 We are conducting a research project to investigate the interaction effect of festival 
service scape and perceived crowding on emotion and consumer behavior. The results of 
this study would contribute to development of festival operating strategy by showing the 
changes of customer’s emotion and behavior under the festival’s crowding situation. The 
participants for this survey should be 18 years or older, and residents of the United States. 
Also, the participants for this survey should have wine festival experience within a year.  
 
The survey for this research is voluntary, anonymous, and the participants may 
stop answering questions on this survey at any time if necessary. Further, the participants 
can skip any questions which they do not want to answer. It will take about 10 minutes to 
complete the survey. All responses will be kept anonymous as well as confidential. Also, 
we will not use responses for other purposes. The compensation of e-currency ($.50) will 
be granted for participants who successfully complete this survey. (No compensation will 
be provided for partially completed survey). Your participation in completing this survey 
is helpful to the completion of this research. If you have any question or need more 
information about this survey, please contact Dr. SooCheong (Shawn) Jang or master 
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Professor 
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Email: jang12@purdue.edu 
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Section 1. Please answer the questions based on your experiences at wine festival that 
you visited before. 
 













4. How long did you stay for the wine festival? 
______________________ days 
 











6. Primary reason to attend 
1) To buy wine 
2) To enjoy the events 
3) To socialize with people 




Section 2. These statements refer to festival environment satisfaction in your latest 
wine festival trip. For the following questions, please check the number that best 
represent your impressions about the festival. 
 





1 Pamphlets (Printed information about 
festival/event and times for the festival) 
were well prepared 
1 2 3 4 5 6 7 
2 The festival layout made you easy to get to 
the restrooms  
1 2 3 4 5 6 7 
3 Festival site were clean 1 2 3 4 5 6 7 
4 Time schedule was punctual  1 2 3 4 5 6 7 
5 Exhibitions and trade stands were 
attractive 
1 2 3 4 5 6 7 
6 Festival’s design was attractive 1 2 3 4 5 6 7 
7 Festival was decorated based on an 
appealing theme 
1 2 3 4 5 6 7 
8 Festival’s ambiance was what you want at 
the wine festival 
1 2 3 4 5 6 7 
9 There were lots of live entertainment 1 2 3 4 5 6 7 
10 The experiential program was interesting 1 2 3 4 5 6 7 
11 There were lots of promotional activities 1 2 3 4 5 6 7 
12 The festival had a wide variety of products 1 2 3 4 5 6 7 
13 The festival had many brands in most of 
the product categories 
1 2 3 4 5 6 7 
14 The festival had different price ranges in 
different products 






Section 3. These statements refer to perceived crowding in your latest wine festival 
trip. For the following questions, please check the number that best represent your 
impressions about the festival. 
 





1 The festival seemed very crowded to me 1 2 3 4 5 6 7 
2 The festival was a too busy 1 2 3 4 5 6 7 
3 I felt cramped shopping in the festival 1 2 3 4 5 6 7 





Section 4. These statements refer to festival emotion in your latest wine festival trip. 
For the following questions, please check the number that best represent your 
impressions about the festival. 
 






1 Content 1 2 3 4 5 6 7 
2 Happy 1 2 3 4 5 6 7 
3 Satisfied 1 2 3 4 5 6 7 






Section 5. These statements refer to behavioral intention in your latest wine festival 
trip. For the following questions, please check the number that best represent your 
impressions about the festival. 
 
     
1 I will make an effort to revisit the wine 
festival in the near future. 
1 2 3 4 5 6 7 
2 I will attend this wine festival at least once 
more in the next 5 years 
1 2 3 4 5 6 7 
3 I will recommend this festival to others who 1 2 3 4 5 6 7 
95 
 
which to attend similar festival 
4 I will spread positive word of mouth about 
this festival 
1 2 3 4 5 6 7 
5 I enjoy spending time at this festival 1 2 3 4 5 6 7 
6 I like to stay at this festival as long as 
possible 
1 2 3 4 5 6 7 
 
 
Section 6. Please answer the questions base on your Background Information 
 








3. What is your ethnicity? 
1) White/Caucasian 
2) African American 
3) Hispanic 
4) Asian 
5) Native American 
6) Pacific Islander 
7) Other ____________ 
 
4. What is the highest level of education you have completed? 
1) Less than high school 
2) High School 
3) Technical school 
4) Some college 
5) 4-year college degree 
6) Graduate school 
7) Not willing to answer 
 
5. What is your annual income range? 
1) Below $20,000 
2) $20,000 - $39,999 
3) $40,000 - $59,999 
4) $60,000 - $79,999 
5) $80,000 - $99,999 
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6) $100,000 - $149,999 
7) $150,000 - $199,999 
8) Over $200,000 
9) Not willing to answer 
 
 
Thank you  
